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Some Thoughts on Appliance Merchandising 


Expressions on the Sale of Gas-Consuming Devices 


By H. M. RILEY (Riley & Foster) Baltimere, Md. 

\lthough it might be considered superfluous to arises as to whether the foundryman did not orig 
mention that the cry of the ultimate bu ‘er to-day is inally design them for sewing machines and later on 
for less expensive merchandise, it is nevertheless a as a venture stick a burner or two into the same. In 
fact to be reckoned with and at all events gives thi short at all events, the first gas appliances represent- 
writer a logical and legitimate start in the present ed a high development tm the foundryman’s art—cet 
article. tainly from an artistic standpoint if not from a thet 

In common with other commodities, the averagt mal one 
gas appliance still commands a relatively high sales \s time passed and the needs of the moment pri 
price, and although this sented themselves, the 
no doubt can be justified we vasman began to inten- 
on the basis of high labor sively study the proper 
costs and the expense in application of the thermal 
cident to a particular fac- qualities of gas for doing 
tory turning out a great There are some statements con- a given work and as a 
variety of gas-burning de- logical result less atten 
vices, 1t would be well to tained in this article that we do not tion was paid to the artis 
inquire as to where econ . tic aspect of the appli 
omy might be effected. | altogether agree with but there are anc The utility ia ef- 


Needless to say, the real- 
ization of any such econ- 


; ] t j } 117 > | ] » . eh « ~ 
omy wou S ‘ superseded th surfa 
et 2 oe ult roa a hearty endorsement. We do not as eR 7 - 
corresponding drop in 1e decorations 1e ou 
: rs “ ge: . srouth of effort 3 uae 
cost of the appliance as a agree with the thought that enamel Ero ey pier i aye 
whole In addition, it channels resulted in the 
might be in order to make is somewhat out of place on a gas development of —appli- 
a very brief survey of the : ances that were economt 
various retail outlets for range. It is our belief that these cal in the consumption of 
gas appliances and inves ‘ vas, simple and easy to 
tigate the reasens and any ranges have created a definite place operate and maintain, and 
remedies for their met} ° withal sufficient 

oe ees eae tor themselves.—Editor. rigels 
Os Oo Come ) Siness ~ ( } S 
With the commercial iv ousewife Ss 
development of the Bun 1 the publi 
sen burner as used in ap r sed to t} 
pliane es FAS engineer S 1 ( 1 cal s l of t}) 
turned their thoughts in r that a 
the direction of producing 11) L2nCEesS nore ir heate boast 1¢ . ( rnat ( t 
use in the home, and in rapid succession the range, ties was looked upon with suspicion and with the 
water heater, room stoves and other si: r devices thought that perhaps efficiency and utility had been 
appeared in the retail market \t or about time sacrificed for artistic effect 
when the gas range was originated th« 
business might be said to have been in a | state Recent Trend in Appliance Productien 
of artistic development. Iron dogs adorned the front 
stoops of the more affluent, fearfully and wonderfully \t or about the start of the World \War. manufac 
wrought flower urns graced the cemeteries and park turers of gas appliances seemed to revert in a sense 


entrances alike, and railings and balconies whose bold to the decorative epoch of the business and once 
curves must have delighted the student of higher more, though in not so arabesque a fashion. stoves, 


mathematics were plenteously in evidence. ranges and other similar devices began to take on not 
As might be supposed, the epidemic was of suff a little ornamentation. Fortunately, it might be said 
cient virulence to leave its pits and scars on the em im justice to the manufacturers as a whole. the tech 


bryonic gas range. Indeed when one views this and _ nical side of the business did not lag or suffer by rea- 
similar appliances in their early types the thought son of such adornments but rather kept abreast of 
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ficiency of the range or 
also statements made that have our ‘ ; 


ieater had, as it were 
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the best engineering thought in this direction. Dur mitting that there is a reasonable side to the ques- 


ing the time of the 
and salaries p 


d later, too, the high wages 
artisans, 
turned the thoughts of merchants in 
all lines toward devising ways and means of accel- 
erating their particular business. 
of the public 


War, an 
iid to all classes of laborers, 


Salesmen, etc 


The vast majority 
reckless and hap- 
shion and increasingly the idea of utility 
and value was relegated far to the rear. Chief stress 
was laid on the point as to whether an 


began to buy in a 


hazard fa 


irticle was 


pleasing to the eye, and as a matter of course the gas 
appliance business did not lag in this regard. Ranges 
were belabored, so to speak, with enamel and much 


plated 


metal trimming and the other 
by no means backward in 


appliances were 
this respect. Draftsmen 
worked overtime designing catchy-appearing stoves, 
so that in the end the 
epicurean 


shade of 


most fastidious and exacting 
; optically speal ing, could be satisfied No 
color in enamel was delicate 
no finish in plating too difficult to produce. Old 
established businesses turning out the ordinary stove 
polish certainly must have viewed this turn of affairs 
with no small amount of concern. Frankly, the mere 
sight of one of these highly decorated ranges. for in- 
stance, conjured up in mind a notion that it 
would be decidedly inartistic and almost a culinary 
sacrilege to cook in it—rather should it ornament the 
parlor or living room in company with the bric-a-brac 
cabinet or music box 

\fter all, a range is a rather homely device intend- 
ed primarily to perform a homely but necessary 


to dupli 


tor 


cate. 


one’s 


function in preparing nourishment and fuel for the 
inner Bv a stretch of one’s imagination the old 
Dutch cob and wood stove of our forefa- 
thers can be surrounded with a certain atmosphere of 
romance but surely at the present time there is noth- 
ing smacking of the romantic as far as the ordinary 
garden variety of gas range is concerned. We might 
cogitate in a similar vein about the open fireplace and 
the average gas heater. True it is that in a hundred 
or so years, when the urban population is cooking by 
means of free energy or some other fuel. the “best 
seller” might make mention of the heroine contriving 
a pan of fudge on a gas range in effete 1920. 


man 


oven or 


Careful Study Needed 


It would then, that what is needed at the 
present time is a careful study of the situation and 
the elimination of as much decoration as possible 
from the ordinary gas appliance, keeping in mind the 
development of that feature which is most concerned 
with the utility and efficiency of the device. How- 
ever, any reversion to a pre-war basis must be car 
ried out with reason and discretion, since, whereas 
the public does not want highly decorated, expensive, 
appliances, they also certainly will not buy “junk.” 


seem, 


Many manufacturers will argue that they are but 
catering to and supplying the demand that calls for 
much decorative effect, but let it be said that the de- 


mand was not created by the retail buyer but rather 
by the factory, aided and abetted by the spirit of the 
times. Again, the factory will contend that the fa- 
cilities for keeping the appliance clean, etc., have 
been enhanced, but for neatness and cleanliness we 
will have to look about somewhat to excel the well- 
polished black iron stove, whereas most anvthing 
looks better than stained and cracked enamel. Ad- 


tion, it is not amiss to apply a little plated metal here 


and there to add relief to the appliance and in the 
case of fire place heaters, such as the radiant tvpe, the 
manufacturer can exercise his artistic leaning to good 
and worth-while effect. It goes without saying that 
by curtailing and holding within sensible and reason- 
able bounds the proposition of beautifying the aver 
age gas appliance and at thi 
ing alone the lines of durability 


time standardiz 
y and efficiency some 
tangible economy of production can be etfec 
appliances sold at a 
volume. 


same 


1 


lower figure and 11 create! 


The thought in the above ts rather we 
out ina statement made some months back ! 1 suc- 
cessful business man, to wit “We must get away 
from the dav of the ‘patent leather’ vest 
breasted’ hat in order to assist in bringing d 
prices of commodities in general 


The Department Store and Appliance Selling 


might turn to consider 
other items that have an important bearing on the ap- 
into the 


pliance merchandising business. Let us lool 
gas appliances 


'rom these remarks we 


matter of the department store selling 
through the medium of their housefurnishing depart 
ment have 


Here we a peculiar situation and one 


that has caused more than one gas company commer 


cial manager to scratch his head and indulge in a 
lengthy “cussing” spell. 

lhe reasons therefor are twofold: First, the aver 
age gas company commercial manager naturally 


would like to get this business himself, and secondly, 
he has to suffer increased complaints t 


that the department store’s wares in this directior 
digress considerably more from the standard tian 
does the gas company’s. Now it is a fact that the de 
partment store is in the game to stay and its volume 
of business in the line under consideration ll in- 


crease from year to year, the aforesaid head scratch- 
ing and “cussing” spells notwithstanding. Moreover 
the old argument that the gas company is the logical 
and only place for the customer to buy an appliance 
because it makes and distributes the fuel that is used 
in the same is not of much avail. In this regard the 
department store buyer is likely to ask why the 
housewife does not buy her garden hose from the 
water department—a flimsv contention, it is true, but, 
“sets away with it.” 
Now we cannot blame the buyer if his sum of knowl- 
edge does not embrace gas appliance technology or if 
he looks at the matter of price and is influenced bv a 
salesman who can get his story across. Nor 
censure him if he takes advice without a § 
from domestic science devotees who understand 
little of the principles of combustion and havc seld 
if ever seen the inside of a gas works 

In addition to the item of price, the buyer pins a 
lot of faith on the appearance of the appliance, and 
these two are virtually the only guides he employs in 
making his purchases. The average housefurnishing 
buyer no doubt considers a gas appliance in the same 
category with shoes, dress goods and the like, and as 
a consequence he many times handles devices that 
should never be sold anywhere. To begin with, he 
loses the connection that whereas a shoe may not fit 

(Continued on page 505.) 


to use a slang expression, he 


can we 
grain of salt 
ut 
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Good Meals and Gas Ranges Inseparable 


Another Way of Saying a Good Workman Has Good Tools 


By J. E. DILLON 


\We are told that science has assemble 


ment such that any one being connected thereto an 
even attempting to state an untruth will start the 
telltale mechanism, and there is positively no way 


for the deliberate falsifier to thwart the machine from 
registering the fact, the } 
destroyed. 


unless 


; Cetra 
machine itself be 


means she will have less time tor actual supervision 
over what she is cooking and really ignoring every- 
thing else, and when that happens something is sure 


to go amiss. 
If electrical utensils are used, the amount of cur- 
vast or turkey would make 


} 1 


rent necessary to Dake ar 





the cost thereof prohibitive, too long drawn out, or 
A machine of this kind will be actuated ri- beth. Now when we captioned this article, “Good 
ous blood pressures and, Meals and Gas Ranges 
as it has been proven that. lnseparable,” we had the 
no matter how adept in ~-— SS minds and the hearts of 
the “art of lying” one may the ladies in view. 
be, their blood pressure llow? 
undergoes. sufficient There is always a great plea- I the first place, a 
change actuate the in- good workman always 
strument. Now | will sas sure to publish an article by Mr. has good tools, or he 


that there 1s a variable 


blood pressure 
1en we are enthused, 
and if science will adjust 
this fabricator detector so 
that it may be able to pro- 
‘lai honest enthusiasm 
in contradistinction from 


ness in our 


w) 


claim will sell. 


Dillon, for he has that extremely 
rare gift of communicating, via 
the printed word, enthusiasm that on being 


Mr. Dillon, in this ar- the pre 


not be a_ good 
workman. Just put your- 
lf place of the house- 
wife who prides herself 
a good “work 
man” and is unable to get 
yper tools. Do you 


f 
= 


think that she can per- 
deliberate prevarication, ticle, proves his statements with form quasi-miracles by 
then | want to be con- getting something out of 
nected thereto while | facts that count. We hope our ntkinn® Gases ak tee 
talk or write about yas 


ranges, because I am hon- 
estly enthused and I can- 
not understand why 
eryhody else 


the 


ev- 
does not feel 
about it. 


Same way 





Hence it is that what I |___ = 


readers will enjoy this article as 


much as we did.—Editor. 


almost do it; darn if they 
don't! 

When places the 
meat in the oven, the pots 
on tof] of the stove, if it 


‘ 
sne 








write | mean, and if it 
were possible to bring be- 
fore me anv housewife who has used a cecal stove, a 
gas range and electrical utensils and she would not 
admit the superiority of the gas range in every man 
ner, I should be dumbfounded, speechless 1 forced 
to conclude that she was “joshin’ me.” 

\Why should I feel that way? 

Every woman that makes any pretension of being 


a cook, and the world is full of them—God bless ’em 
—must have uniform heat to get the best results with 
many of the articles that she may broil, fry, or bake 
and where can be find a more uniform heat—or one 
as sood—than that of a gas range. And that applies 


to the top burners or those of the oven. Any 
the vas range is better for uniform heat tl 
utensils, and with uniform heat in the oven, the juice 
of the meat is not baked out, nor is the mé¢ 
and shriveled up in the center. nor are the outer parts 
burned hard and black. 


Making a Comparison 


- — , 
With a coal stove, the woman is forced to spend 
too much time in keeping the fire going, a id that 


happens te be a_ coal 
— oe stove, she must make fre- 
quent visits to see that 


the fire does not die, nile 
on a little more coal, shift the ashes, use the poker, 
thus giving the oven or the lids another heat wave 
for a few minutes, and then there 
ward temperature The result is th 


is another down- 
at either the food- 
stuffs are improperly cooked, or the woman proving 
that she is a “workman” after all. has spent 
practically her whole forenoon wrestling with that 
kitchen stove, whereas if it had beet 

would soon 


rood 


gas range she 
learned the necessary listance to 
turn the stopcocks for certain results. and then she 
could have sat limmie’s trousers 
or dad’s socks. 

Again, if it were a coal stove, and Jimmie had 
played truant in attending mamma’s coal box, or 
scuttle, she would have to race out of the 
coal, soil her hands and 
vith the variable 
enough actor to 


have 


low 1d mended 
down al ( 


house after 
the 
be a 


itt ak ahve. 3 
all of this time 


stove, 
bad 





temperature, woul 
“make a saint swear.” 
A Statement of Fact 


Now this is not fiction, but “cold” facts, and 
surely a woman who has a multiplicity of duties to 
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perform is entitled to better tools and treatment than 
to have to burden herself with methods antiquated 
years agone and, although some husbands will rise 
up and say | am “talkin’ through my hat” when | 
say that good meals and gas ranges are inseparable, 
they are forgetful of the fact that a meal cannot be 
good to the wife who must labor as I| have indicated 
—and which are facts—to produce the meal, when 
there is no excuse for it. 

These same men that would rise against me will 
also arise and fight for that good wife but. owing to 
our lethargy, we have not told him how he is un- 
consciously mistreating her. Therefore the mistreat- 
ment goes on from day to day, the men wholly un- 
conscious of the fact, seeming to act as if “ignorance 
is bliss,’ and no doubt it is bliss when it is folly to 
be wise. But how about it when it is jolly to be wise? 

Surely no one would call it bliss to be ignerant. 

There are two ways with numerous ramifications 
whereby we can dispel this false thinking, or lack of 
thinking, on the part of the populace, and that is 
through advertising and our show windows. 


Doing Our Part 


Are we doing our part in either direction ? 

I fear not, and perhaps a quotation from a large 
advertiser will show vou just what real advertis- 
ing is: 

“It is too common a tendency to have advertising 
and sales plans blow hot and cold, as conditions 
change from day to day, but our experience shows 
that it is only by steady and consistent effort in this 
direction, as in every other direction, that real results 
are secured. 

“We spent for advertising in 1920 a sum of money 
about 30 per cent larger than in 1919. In 1921 our 
advertising appropriation is about 30 per cent greater 
than in 1920. The similarity of increase is merely a 
coincidence, and it represents a natural healthy 
growth in our advertising for each vear. 

“In the industrial field there is, 
porary 


of course, a tem 
lull, but we are looking forward to an end of 
the present depression early enough in the vear so 
that our total business will show a marked improve- 
ment over our business in 1921.’ 

Now when I think of advertising, I am forced to 
think of some of the latter-day slogans which are, in 
too many meaningless and sillv, vet highly 
paid for. One citation will show you what is meant 
by the silly slo 
vou wish to 
them 


cases, 


gans, maxims, parables, or whatever 


term them, but for business sake, avoid 


Wasting Money 


cht and ] 
ts which work mechanicallv on the prin- 
cl] le of turning over the leaves ( f a book. Here is 
one of the We cultivate tracts 
Cultivators are born not made.” Was there ever any 
thing more silly and illogical? The methods of cul 
tivatine has been changing since the advent of time, 
and will continue to change until the end of time. To 
be architectural 


\ real estate dealer has bou aid for mani 
small leafl 


gems (?): “Tracts 


a cultivator one must follow closely 


changes landscape gardeners’ latest twists, and the 
whims and fancies of the crowd. 
There is absolutely no argument that cin be 


brought to bear that will sustain such absurd state- 
ments as shown in the tract ad, and my whole pur 
pose in showing it up is to ask you to eschew such 
tommyrot, and when vou advertise, state the facts 
in an entertaining but forcible manner. 

Some people believe that advertisements without 
illustrations are dull and unattractive 

I believe that to be a correct premise if we are ad- 
vertising in the newspapers, but not so with our 
show window card copy. I believe that a good win- 
dow to please the crowd and help our sales would be 
as follows: 

Arrange your show window to represent a novelty 
store. If practicable, use wax figures or cardboard 
ones to portray the characters. Decorate the room 
with not too many, but right to the point objects. If 
vou can beg, borrow or steal someelectricalappliances 
it will make the display all the better. The clerk is to 
be behind the counter. The man to represent one of 
middle age is holding in his hands a roll of money in 
his right, while on his left there is hanging a string 
of pearls. He is her father. 

In the center of the “store” there is a gas range and 
the woman, with a smile, is either pointing to it or 
sitting down with her arm resting thereon—any wavy 
to make it plain that she prefers the gas range to 
evervthing else. 

Card sign, standing at the feet of the man: 


“Now, daughter, take vour choice. [ want to 
make vou and Fred a suitable wedding present, 
and one that you both will appreciate.” 


Card sign at the feet of the woman. (Have these 
cards standing on edge so that they will be easily 
read) - 


“Oh papa, vou darling! 
range. 


I will take this gas 
because it is the greatest time saver, the 
most practical method ever invented for all forms 
of cooking and baking, and it is, with all its won 
derful features, the cheapest.” 
Caption this window, “The Thanksgiving Bride.” 

It is my opinion that such a window will prove not 
only sufficiently attractive to draw the crowd and 
create favorable gossip which is splendid advertis- 
ing but the psychological effect is so patent other 
women will stop to think that what the bride says is 
true and they will then realize how neglectful they 
have been of both pocketbook, peace of and 
what magic charm there is to a gas range, and sales 
should result 

In suggesting the window 
low. it must be understood that these are not 
crowded int window all 
their value but that they be used at 


mind 


fol- 
to he 
pell-mell. destroving 


show cards that 


() one 


1S times 


VaT10" 


in the window and displaved at prominent nvlaces 
within the store. 

If for anv reason vou do not care to attemnt the 
window the writer, suggested, in toto, vou can, of 


course, change it any wav vou like, but do not fail 


to keep right after the citizenry with alluring ads 


It’s a Pleasure to Can Fruits 


So manv ladies who bought our gas range tell 
us that it was hard labor to can fruit with a coal 
(Continued on page 511.) 
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Here and There in Selling 


If Folks Are Not Buying, Why Not Try Selling? 


By WILLIAM H. MATLACK 


if you think there is no business to be had because 
folks are not buying, why not try selling them some- 
thing? 

Did you say, “What, for instance, and how are we 
to go about it?” 

Well, let’s see. Let us suppose we start out to 
sell one woman in one home an all gas laundry. 


the home laundry, there are five other outlets for the 
merchandise you are selling. Get this, too: If the 
customer cannot at the time of your visit purchase a 
gas heated ironing machine, sell her a gas iron or, if 
that is not possible, if she wants to use her old irons, 


sell her a laundry stove. There is no use in talking, 








if you concentrate on the home laundry you will 

‘The manufacturers of power driven clothes wash- make sales. The “how” is easy, too. Look over and 
ers have spent millions of study the above list of 
dollars in advertising the pam - laundry appliances, pick 
desirability of the home ]| ‘| out a home in your city 
jJaundry and have sold | with a woman in it and 
over a million power driv- | | go out and tell the story 
en clothes washers. The We like the idea expressed in the i} of the efficient, sanitary 
American woman has | and economical service 
been thoroughly “sold” subtitle of this article, “If folks are |] the appliances you are 
on the clean clothes idea ? ; - |} selling are capable of ren- 
and the idea of the home not buying, why not try selling? | dering and you will sell. 
laundry and millions of ° : | Do not get discouraged 
homes now possess a |} We hear little to-day of the buyers but keep telling your 
power washer, if not a ]] strike that featured every news- story over and over, and 
complete home laundry. telling it to somebody, 
The power washer is | paper a short time ago. And the and before you realize it 


but one of the appliances 
required by the owner of 
an efficient home laundry, 


reason for the change is we have 


your order book will be 
filled. Remember that 
you have to expose your 


+ is but a “starter” The started selling. There’s a lot to that merchandise or service to 

complete, efficient home . . . sales, that you must 

laundry must be eauipped if you-stop to think for a minute.— know where you expect 

with (a) an abundant : to go before you start, 
< rage Editor. : - 


supply of steaming hot 
water, (b) a clothes dry- 
er, (C) an iron or an iron- 
ing machine, (d) some 





have an objective to over- 
come; there must be an 
incentive in selling and a 
lot of faith. Take the ini- 

















sort of heating appliance. 
and (e) it must be well 
lighted. There, then. is the answer to “\Vhat to sell.” 
The gasman who is seeking a prospect will see by 
this analvsis that the home laundry field is well worth 
cultivating. The potential value of this one depart 
ment of the home is worth all the effort the seller may 
want to put into it. The prospect is waiting to be 
sold, a full or part equipment, and the gas appliance 
salesman has first show, for there is not a single ap- 
pliance that goes to make up the equipment of the 
home laundry that he cannot supply. I[-ook at the 
specifications: (1) A gas heated power washer, (2) a 
circulating. storage or automatic water heater, (5) 
gas iron or a gas heated ironing machine, (4) a gas 
heated clothes dryer, (5) a portable gas heater or a 
gas steam radiator, and (6) gaslights \side from 
this, if a salesman thus equips a laundry. think of 
the other business that will develop thereafter, in 
other departments of the home. 

We hear some one sav, “What about the home 
has a washer?” 

Well, there is but one thing to do—f 
sell the other equipment or sell her vour 
washer. Remember the washer is only 


that 


reet it and 
vas heated 
yne unit of 


tiative—trv this 

In the good old days of 
windows were butit and used to store 
a little of everything the storekeeper sold and to let 
in a little light. When plate glass became the vogue, 
the “storekeeper” was quick to discover that the 
large, smooth surface provided an admirable place to 
paint his name and set forth his calling, and this he 
proceeded to do, usually in fancy letters of anywhere 
from six to twelve inches in height, and spread clear 
across the window at such a height that he almost 
successfully hid from view of the passer-by the mer- 
chandise stacked in the window. 

\erchants to-day realize that plate glass display 
windows are designed for something more than 
signs. Figuring the value of the clear space of the 
glass as against the value of the window proper the 
merchant will readily see that te obstruct the mer- 
chandise displayed in the window by having a large 
window sign is most expensive 


“storekeeping.” 


\ small sign on the dealer’s window, however, is 
desirable as it helps the stranger to locate the store, 
and it has its value as an advertisement. The place 
for this sign is well down on the side of the window, 
about four feet above the walk to the en 


and next 

















AMERICAN GAS 


JOURNAL 


December 3, 1921 





trance to the store. The lettering should not be over 
three inches in height and should be plain Roman or 


text letters, unless the dealer has a signature sign 











that he desires to use as a tie-in to his general adver- 
tising, and which has a good-will value. 


A Suggested Form Letter 


In writing form or personal letters to prospective 
customers the rule might well be, “Have something 
definite to say, say it and in as few words as 1s pos- 
sible to make your point.” 

While volumes have been and are being written on 
“How to Write Selling Letters,” it is our opinion 
that the average dealer has so many duties that he 
rarely has, or will take the time necessary to study 
this literature. He cannot or will not go into it, di- 
gest and absorb it. For this reason we believe it 
more timely to offer suggested forms of letters that, 
save for the changing of a word or phrase here and 
there, may be taken and used by the dealer who has 
not made a study of direct advertising because he 
not the time to do so. 

The model submitted here, jumps right into the 
subject, tells the story and ends with a positive state- 
ment regarding the value of the appliance and sug- 
gests that the prospective customer is likely to re 
gret it if he fails to investigate its merits: 


Hot 
HAND 


has 


CLEAN. FRESH 
ALWAYS AT 


PLENTY O} 


WATER 


There is nothing more desirable in the moderr 
home than an abundant, continuous supply of 
steaming hot water. 

You can easily have it and without any effort 
on your part, and at very little cost. The secret 
of always having plenty of hot water is revealed 
by the use of a —— gas-fired water heater, 
which is described in the folder enclosed. 

This heater will furnish all the hot water you 
may need at any time of the day or night, wher 
ever a spigot is opened. 


Hot water service is accepted nowadays as the 

economical, sanitary and labor saving method. 
‘The —-—— water heater is one of the greatest 
servants you can have. Call to-day and let us 
demonstrate this wonderful appliance and tell 
you how to get one on the divided payment plan. 

For hot water service, 
The City Gas Company, 

csureresdeaneas 
In sending direct by mail advertising to the home, 
remember “Mrs.” is the purchasing agent of this 
great institution, and direct your advertising to her. 
Hammer on the idea of service. ‘What it will do 
for you” will interest the prospective customer for 
household appliances far more than a talk on twenty- 

four-guage steel and gray iron castings. 


The Salesman’s Interest Should Not Stop When the 
Customer Has Signed on the Dotted Line 


The salesman should not regard the sale 
when he 
Getting 


completed 
has taken the customer's order. 

the name the dotted line and seeing 
that the customer retains and pays for the appliance 
is not the limits of selling. The salesman’s aim should 
be not only to sell the appliance, but to sell service 


on 


a favorable impression of the organization 
sents—good-will. To do this the salesman 
demonstrate the appliance in such a manner that the 
customer will understand it thoroughly and 
ciate that it is capable of rendering the specific ser 
vice for which it was purchased. 

Demonstrate every appliance 


you sell 
strate it at the time of sale, 


if possible. and agair 
it is installed in the home of the 


Dyemon 
latter 
customer. If there 
remains the least doubt in your mind that the cus- 
tomer is ngt entirely familtar the 


with it (nless 





























customer is familiar with the appliance in every de 
tail, and understands just what he may expect of it 
the sale has been but half made. 
7 ®) 
LE * 
/\\ 
“Ji 
\\\ 
} 
\\ )] 
\\ | 
ee Zs 
\ satisfied customer is the dealer’s biggest asset, 
and will be directly responsible for many other sales 
while if he does not thoroughly understand the ap- 


cannot be wholly satisfied and then may 
be the cause of the dealer losing many sales. 

Sales made on the basis of service brine future or 
ders and profit and build up and safeguard good-will. 


pliance, he 
































December 3, 1921 AMERICAN GAS JOURNAL 503 
Design Your Advertisments to Dominate the Space seen fit to “blow its own horn,” to advertise its 


‘The gas appliance dealer must not necessarily dom- 
inate the page of the newspaper, but he should plan 
his advertisements in such a way that they will dom- 
inate the space used whether it be two inches single 
column or twelve inches three columns. fle 
make it different—attractive. 


must 


LUXURIES OF |? 
IPDERN CIVILIZATION 

THE PRINCIDAL ONE -- 

AN INEXHAUSTIGLE SUD 4 
PLY OF HOT VATER |S ' 
NO LONGER A PROBLEM ad 


ITISFoLLY ToWoRRY ' ' 
; ALONG WITH ONLY ENOUGH 
aa HOT WATER FOR A BATH 

“/ 9 \\\ at atimewutn For 

A || SUCH A SANALL AMouNnT 
; “ || YOU CAN SECURE A GAS 
/\\ WATER HEATER THAT 

|| WiLL FURNISH HoT 

WATER SERVICE FoR 

| ALL HOUSEHOLO NECOS. 

THOUSANDS 

| OP WOKEN are now 

t || ANAILING THEMSELVES 

OF HOT WATGR SERVICE 

FuRNISHED GY A GAS 

| WASTER HEATER 


od 








DEMONSTRATIONS 


DAILY ~ CITY GAS CO, 


ince sixtyv-three ears. 


this 


means ol 


for almost 
publication has advocated advertising as 


increasing sales of both 


1859, or 


re 

Vas sSery 1c iS appli 
ances. and to-dav it not only advocates that the dealer 
in gas appliances and the seller of gas service adver 


tise, but we urge them to advertise as they never did 
before Use the local newspaper, direct advertising, 
in the form of booklets, mailing cards id letters: 
use street-car cards and billboard a rtising and, 
too, avail yourself of the dealer helps and suggestions 
offered by the manufacturers of appliances; tie in your 
local advertising with the national advertising of the 
manufacturers. use the services oijfered by the maga 
zines in the field and the service furnished by the 
American Gas Association. 

Bv advertising, and advertising alo: will the 


public learn of and appreciate the vastness of the in- 
dustry and its power as an economic factor in the 
lives of every American family. 

The gas industry wants new men and new money 
to develop its field, both of which will be attracted by 
advertising. Men and money both seek a 
a field of endeavor or investment that is “up and do- 
ing,”’ and while the field is there, st fertile field 
awaiting cultivation, the average man of the street 
knows nothing about the industry or its power as an 
economic factor or the conveniences it is capable of 
furnishing him, simply because the has not 


at is mer,’ 


a Va 


industry 


ser\ ice. 
lo test this 
“What do 


ask any 
know 


man you may happen to meet, 


about 


you gas and the gas com- 
pany?” Nine out of ten know “Nothing, only we 
use gas for cooking and the gas company sure 


charges enough for gas.”. That is about all he knows 
and is as far as he goes. This very meager knowledge 
does little to promote the industry, to attract men 
who may become efficient managers of the future, or 
those with capital to invest, nor does such slight 
knowledge do much to exploit the value of the ser 
vice the industry is capable of rendering the home, 
business and industry. 

Mr Average Man must be enlightened. The gas 
industry by liberal use of printers’ ink must educate 
him regarding the value of its service, its possibilittes 
as a field of endeavor and investment. 

When Mr. Average Man thinks about gas to-day. if 
he thinks about it at all, he thinks only in terms of the 
amount of his monthly bill. Mr. Average Man for- 
gets quickly; he has entirely forgotten the dav when 
there had to be a fireman in the kitchen, when he 
had to plan three days ahead to have enough hot 
water for a bath, that he frequently had to go to the 
barber or gO unshaved because some one forgot to 
“put the kittle on”; he forgets the time when it grew 
suddenly cool right after supper and he had to go to 
bed to get warm. 

Gas has become sc commonplace, in so far as one 
or two phases of home work 1s concerned, that we 
have to regard it as part of life, never even 
thinking about it until the monthly bill arrives. and 
then only as a “robbing scheme.” Advertising must 
bring out these facts to the average family and should 
instruct them regarding the other many uses to which 
gas and gas applied to make this a 
more comfortable, efficient and healthy country to 
dwell in. 


come 


service may be 


(Cont nued ov pa Ye 506.) 








Invigorated. 


Afier a dip in the warm 
water of the ocean ~ 
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Hot Water Service 


For the Bath vor Laundry 


For Dishes 
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om ape wandeemese 


THERE 15 A HOT WATER NEATER To F777 YouR PURSE & PURPOSE 
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Some Good Ideas from the South 


What They Find Brings Results Below the Mason-Dixon Line 


By HAROLD F. PODHASKI 


It is estimated by the Federal Government that the 
big majority of the people in the United States spend 
99 per cent of what they earn. Of this amount, the 
average family will spend between 80 and 82 per cent 
for essential requirements, and between 17 and 19 
per cent for luxuries and non-essentials. 

\Vere it not for the fact that you have competitors 
who are also out after their share of the business, the 
buying power of the peo- 


successfully used. In other words, they are based 


entirely upon practice, rather than upon theory. 
Advertising That Builds Good-Will 
The retail store advertises primarily to sel! 
chandise. 
The public utility advertises primarily to build 
good-will. Gas is a com- 


mer- 





ple in your community is 


modity but it could hard- 





not a matter with which 
you would have to seri- 
ously concern yourself. 
A certain percentage of 
the average family budget 
will gc to purchase such 
lines as you carry, and if 
these articles cannot be 
purchased elsewhere in 
your community obvious- 
ly you will draw this en- 
tire volume. But it is on- 
ly in isolated instances 
that such a condition pre 
vails and some of this 
business is bound to go to 
your competitors. Your 
effort, therefore, should 
be to guide the thoughts 
of your public in the 
proper direction and see 
to it that you enjoy not 
merely your average 
quota of this volume, but 


| tising and 
| 


on line. 





Here are some ideas on adver- 
selling 
proved their worth when used by 
companies below the Mason-Dix- 
But we are convinced 
that they can be used anywhere 
with splendid results. 
you feel about it?—Editor. 


dise. People do not buy 
gas because the gas com- 
pany advertises that it 
has gas for sale as they do 
the ordinary articles of 
merchandise. Therefore, 
the primary purpose of 
gas company advertising 
—exclusive of appliances 
such as heaters, 
accessories, etc.—is, as it 
should be, to build good- 
will for the company. 

For years I have been 
writing articles on adver- 
tising subjects and. as a 


| ly be classed as merchan- 
' 
| 


that have 


stoves, 


How do 


result, I have read hun- 
dreds of newspaper ad- 
vertisements. T have 
never read one _ before 


that more clearly brought 
home to me the real re- 
lationship that exists be- 











more than your quota. 

While most of the 
smaller cities and towns are not provided with gas, 
all of the larger communities are, and in such places 
gas stoves, accessories and other appliances can vir- 
tually be classed among the essential requirements. 
Therefore, you are going to depend to a large extent 
for vour volume of trade upon that part of the aver- 
age family budget which goes to purchase the essen- 
tial requirements These requirements can be di- 
vided into five separate classes—food, clothing, shel- 
ter, fuel and light. furniture and house furnishings 
Your volume will be drawn from that percentage of 
the budget which goes for fuel and light, and for 
housefurnishings. Gas would be classed as fuel and 
light, and gas stoves, accessories and equipment as 
housefurnishings. 

Good merchandising and sale-building ideas will 
help vou increase your present volume of business 
and, with the end in view of finding a few good ideas 
that the AwertcAN Gas JouRNAI. could present to its 
readers, the writer recently combed Dixie in quest 
of them. In presenting these plans and ideas for 
vour consideration attention is called to the fact that 
they are practical and proven ideas that have been 


tween the public and the 
public utility than an ad- 
vertisement as it appeared recently in the Mont- 
gomery .ldvertiser, over the name of the Montgom 
ery Light & Water Power Company. It was an ex- 
cellent tvpe of what the advertisement ought to be 
to accomplish the results for which it is designed. 

The advertising of the Gas Light Company, of 
Macon, Ga., also serves the purpose of building 
good-will in an excellent manner. A recent adver- 
tisement used pointed out that. regardless of what 
other industries and business houses might do, the 
gas company worked 365 days per year, every hour 
of every day, without vacation, serving everybody 
alike, rich and poor. 


Yesterday and To-day 


\nother advertising idea that commends itself as 
worthy of attention is the idea used a few months 
ago by a department store in a large Southern city. 
The main purpose of the plan was to attract attention 
to the store’s advertising, and it certainly served to 
accomplish that result. It is an especially good plan 
for public utility advertising. 

(Continued on page 511.) 
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As the Journal Views It 





Placing Orders Ahead 


A sales manager in discussing the outlook for the 
business of his company, particularly in appliances, dur- 
ing 1922 declared that he was assured of a percentage 
of orders from steady customers. 
that the 


already on the books of the company would be replace 


By this he did not 
mean future business to be had from those 
ment entirely, but that the customers would return to 
buy because they had been satistied by the appliances 
previously purchased. 

He pointed out that at least every six months he gor 
in touch with his regular customers, as he called them, 
talked over the service being rendered, and asked tor 
criticisms and suggestions. By this means he kept in 
close touch with his customers, was able to ascertain 
their wants some time in advance, and was also able to 
check up on the appliances in use. 

There are two great advantages from these efforts, 
he pointed out. The first is that when he has taken on 
a new appliance he is able to watch its performance on 
the lines closely and to tell whether or not to continue 
the line, and also to get suggestions as to improvements 
that the user would like. These suggestions he in turn 
passed on to the manufacturers for what they were 
worth. 

The second big advantage to be gained is in having in 
stock the article wanted when the order comes in. If 
he knows that one of his customers is going to be in 
the market for a certain appliance two months later he 
is able to place the order with the manufacturer, learn 
what advantages will accrue to him through placing a 
larger order (in the matter of discounts for quantity, 
etc.), and he also knows just how to handle his sales 
force in putting on campaigns. 

Many companies during the remaining weeks of 1921 
will be taking inventory of their stock, and this is a 
splendid time for putting into effect the plan. utilized by 


} 


the TouRNAL’s informant. There is no doubt but that 


orders can be placed with manufacturers now for goods 
that will be used next vear, and these orders will go a 
long way in starting next year with a bang 


Dealer Organizations 
In another part of this issue will be found a report 


associa- 


\Ve hope 


of the first meeting of a gas appliance dealers’ 
tion which is being formed at Portland, Ore 


that every reader of the American Gas JouRNAL will 
turn to those pages and read carefully, for the more ot 
this kind of organization that is formed the better. 


There are numerous clubs and societies that are operat- 
ing at present in different sections of the country, all 


having the single object of closer relationship between 
gas company and appliance dealers. 

One organization comes particularly to mind—and it 
is located in Portland, Me.— 


which is doing splendid work in this direction. 


is a peculiar fact that it 
»ome 
time ago in these columns appeared a short article re 
garding one of the meetings and we received numerous 
letters of comment concerning it. 

The possibilities of such a 


club in any community, 


regardless of size, are tremendous and_ far-reaching. 
The fact that it is possible to cut down on complaints 
due to poor appliances is only one of the advantages 
that can be gained from this sort of co-operation. 

Unless memory is playing tricks, we believe that in 
Boston there is a society or club that operates along 
these general lines, with great benefit not only to dealers 
but also to the gas company. 

Dealers will find in a club a source of increased profits 
that will more than repay the time spent at the meetings, 
and they will also be able to render a greater service to 
their customers. 

Gas company men who have tried out this scheme 
have declared that it is a wonderful aid to them in their 
work in the field, and it is to be hoped that during the 


coming year many others will be formed. 





Some Thoughts on Appliance Merchandising 


(Continued from page 498.) 


the particular foot the appliance may also not fit the 
particular gas. The matter is even more accentuated 
on the score of the appliance because where any shoe 
will in general fit some foot a gas appliance will not 
necessarily fit or accommodate any gas we can burn 
in the same without radical changes in the appliance’s 
make up. Obviously the installation and operation of 
these products of the “metal butchers’” art by the 
housewife give rise to complaints which, unfortunate- 
lv are not, as a rule, answered and rectified by the 
department store and as a result the gas company is 
saddled with additional complaint expense. due to 
causes entirely beyond its \ccordingly, 
starting from the premise that the department store 
will continue to sell gas appliances and their acces- 
sories and that in turn complaints will emanate at 
times from said sales the only sensible solution of 
the problem would seem to be that which has to do 
with seeing that the above buyer does not stock up 
with inferior appliances. 

The immediately sense the 
fact that this cannot be accomplished entirely by ap- 
pealing to the “metal butchers,” although some good 
can be done bv working on these fellows in a tactful 
manner. The thing to do is to interest and gain the 
confidence of the buyer in question and convince him 
that he can best get his gas appliance data from the 


control 


reader will no doubt 
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At the same time there can be pointed 
out to him a plan and method whereby he can edu- 
cate himself to the end that he will be able to prop- 
erly size up the appliance offered to him for sale. 
ing, 


see 


- 
Las 


ompany. 


Be- 
as a rule, a good bustness man he will readily 
the reason for his acquiring such knowledge and 
will assimilate it with amazing ease and rapidity. The 
gas company would do well to invite the buy- 
ers under consideration to their educational meetings 
now and then, presenting some subject at such meet- 
ings that will give them an insight into the technical 
problems involved in the building and thermal per- 
formance of a gas appliance. In return, by the way, 
the buyers will probably be able to tell vou a few 
things about the general matter of selling that you 
did not know before. These buyers can also be in- 
terested in the gas conventions and other similar mat- 
ters so that in the end they can see for themselves 
the benefits and advantages of marketing gas burn- 
ing devices that are proper both in design and op 
eration. 

Briefly stated, the plumber and appliance house are 
in a somewhat similar position to the department 
with the advantage, however, that they are 
more familiar with the principles involved in the cor- 
rect utilization of gas. A little of educational work 
in this direction also would help considerably in rais 
ing the average quality of gas appliances. 


li Cal 


store 


The Commercial Manager and the Appliance 
Manufacturer 


Some lines above, attention was called to the prop- 
osition of inducing certain appliance manufacturers 
to build their products on sound engineerings lines 
and this thought is intimately with and 
links the foregoing portion of the present article with 
its last item for consideration. 

It is a generally known fact that in a great number 
commercial man in a company is 
rather loath to interview a salesman or representative 
introducing a new appliance. Just why this should 
be the case is a rather mystifying problem, when we 
reflect that the buver in the department store assumes 
attitude. Can it be that the gas commer 
cial man has built up a certain form of business aris- 
tocracy and regards himself as being financially supe- 

1e salesman in question? Unfortunately, this 
‘Eastern potentate” attitude is ofttimes reflected 
further down the line, so that as a consequence the 
manufacturer, through his representative, is told that 
the apparatus will not pass muster, and no sugges- 
tions are volunteered as to how the same could be 
improved. As a result, there is a plenteous shower 
of cold water and the creation of a feeling of disgust 
in the mind of the appliance producer. Many times 
the factory man his appliance for the 
better and at the same time can turn out his product 
for the same But as 
a general thing he is dependent upon the gasman for 


associated 


or cases the 


oO: 
Sas 


site 


an opype 


rior ¢ +} 
rior tot 


can change 


cost and in some cases for less 


his basic ideas. Of course, in all fairness, it cannot 
be expected that the gasman should entirely redesign 
the appliance for the manufacturer. 

It is interesting to note that in many cases the 


appliance salesman is in a position to give the gas 


commercial man many good pointers that will be of 
value to him so that the matter even as a give and 
take proposition is by no means grossly lopsided. 






In concluding, it would be well to suggest to the 
appliance producer to be sure that his product is 
thermally and mechanically right before turning 
them out in quantities, and in turn the gasman must 
make up his mind that in order to eliminate many of 
the inferior types of appliances now on the market 
he must furnish the manufacturer a_ reasonable 
amount of basic data which can be used with facility 
in improving the general run of gas appliances. 


Here and There in Selling 


(Continued from page 503.) 





Advertising of the gas industry by manufacturers 
of gas appliances, by gas companies and by dealers 
in gas burning appliances will attract both men and 
money. Advertising is the sign of life, and both men 
and money are attracted by “live ones.” 

\dvertising will secure interest in the industry, in- 
terest will secure good-will, good-will will secure cus- 
tomer ownership, customer ownershin will demand 


an adequate return on investment, efficient manage- 
ment and service. 

So again we urge vou to tie in your local advertis- 
ing with the national advertising of the manufac- 


Association approved ap- 


turers of the American Gas 

















































Get ideas from 


pliances, use your local newspapers 
the trade papers and magazines, the daily newspa- 
pers, the American Gas Association, call on the man- 
ufacturers for co-opeative sale helps and literature 
cuts or mats and plan your advertisements to domi- 
nate the space whether it be large or small. 

\s a suggestion as to what may be done to make 
your advertisements different we are offering three 
ideas here that may be worked out and used as a 
basis for a number of advertisements. No. 1 may be 
made up as a single-column ad, using the illustration 
above and a few snappy lines regarding the heater 
below, or it may be run “as is,” with only the signa- 
ture of the dealer below. No. 2 is designed for the 
purpose of presenting the selling talk in the form of 
suggestion. The illustration and its captions sug 
vest a warm bath and the text under the head of “Flot 
Water brings out the appliance to purchase 
to secure it as well as other uses for hot water. No. 
8 is so designed that it will dominate the space used, 
lettering and lots of white space. 


ery ice 


bv use of hand 
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Appliance Dealers Organize in Portland, Ore. 


Form “Gad” Society at Enthusiastic Meeting 


Minutes of a luncheon meeting of dealers in eas 
appliances held in the Tyrolean Koom of the Benson 
Hotel Portland, Ore., at noon Nov. 21, 1921 

J. H. Hartog, sales manager of the Portland Gas & 
Ceke Company, acted as host and chairman and said: 

“As a novelty, I will ask that each man arise and 
introduce the man on his left.” 

The following were present: <A. Biggs, of the 
American Radiator Com- 
panv; J. I. Barrett, of 


ditions. He laid particular stress upon the fact that 
the meeting was not for the purpose of discussing or 
fixing 


prices and that anything pertaining to price 
fixing 


should be absolutely taboo. That the under- 
lying thought of the proposed association would be 
better service to the consumer and more satisfactory 
results to the dealers. 

Referring to the way in which the electrical appl 


1 


ance dealers pull together, 





3 
Barretts. Inc.: B. 

fev. of Coffey ['lumbing 
Company: ©. A 


Crane Company: fF. W. 
DeTemple; \W. T. Finn 
gan, of Finnigan & Wall 
iams; Charles Fullman 


Ben Gadsbv, of Wm. 


Exactly as it comes to us is this 


Mr. Hartog brought out 
the fact that the 
has 


cent more customers than 


vas Con 


pan almost 20 per 


the tw electric compa 
nies combined. showing 
the possibility for those 
assembled to get the ben 


efit of such an enormous 


Gadsby & Sons; R. ( ; . 7 field. He said it was un 
agg, Ce es ee article published. We liked the ia oe 
Cor De y° a ea * . ad ertise to “cook vith 
mpany; LL. A. Rea, clean-cut way in which the meet- eats Bec 

Hess furnace Company gas, as everybody who 
r Pee — = ? : e -- had lool “| .) » la 

F. H. Pusch, of H. Jen ing is reported, and also it may had looked into the mat 
ning & Sons: J. kk. lones ter knew that gas was by 
of M. L. Kline Company: serve as a guide to others who are ] far the best fuel to cool 
W. P. Popple. of F. S. } with and that it was scicn- 


Lang Manufacturing 
Company: J. P. Clark, of 
Meier & Frank Company ; 
S. A. Murhard, of Muir 
head & Murhard; \V. M 
Kapus. of N. W. Gas & 
Electric Equipment Com- 
panv: P. Partridge, of 


—FEditor. 





interested in a similar movement. 


titically proven To be a) 


But as to heating with 

gas, this business. he said, 

| was only in its infancy 

\fter more remarks along 

these lines, he asked for 

| others to express their 

ee ee opinions of the proposed 








Olds, Wortman & 
S. Pollitt: C. W 


comb, of 


King’ 
Whit 
Portland Plumbing tin 
J. Anderson, of Ira F. Powers Company: | Rowe; 
J. R. Widmer; W. S. Walworth Com 
pany of Oregon; J. H. Crockett; FE. L. Hall: Stenog 
rapher Swan: CR. Miller; W. H. Barton, and J. H. 
Hartog. 

\fter luncheon had 


Spinning, of 


been served. Mr 


I og al 

nounced the object of the meeting to be t discuss 
whether it would not be advisable to fort organ 
ization of all those who handled gas appliances for 
the sake of getting better acauainted and enabling 
all to discuss the manv difficulties and problems that 
arise. He called attention to the fact that isking 
for the roll call many had to ask their neig! what 


his name and business was, showing the need of bet 
ter acquaintanceship. He illustrated the 1 
discussion by stating that when a new gas 


came into the market somebody was apt to take the 
agencv for it without having the slightest idea wheth 
er the appliance would be suitable for Portland con- 
ditions. In this way, it was quite well possible that 
an agent would use literature which perhaps Ss pH 
fectlv true elsewhere but untrue under Port! 1 cor 


asst rciatic mn 


P. Partridge, of Olds 


Wortman & 


very 


King Company, expressed 
much in favor of such an or 


rganization as pr 


himself as 


posed and that it was the real 
and for the 
W. T. 


himself as heartily in favor of it, s 


thing for the industry 
benefit of all con erned 
Finnigan, of Finnigan 


to four such organizations now and they invari 
benefited business 

C. W. Whitcomb, of the - Plumbing & 
Heating Company, said he was heartily in favor « 


] 


the proposal and felt that the ra was do 


as Cot! 


npany 

ing a great thine in furthering such an organization 

He said that the reason the gas company | 
: ' 


appliances was because the plut 
the job. 


was selling 


bers wert not 


Organization of Real Value 


\V. M. Kapus, president of the N. W. Gas & El 
tric Company, said that an organization such a 
posed would be a goreit advantage Hes 1 that whi 
he was with the gas company he had noticed how 
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cipa ly because there were so many appliances that 
were subject to existing conditions. and that an or 
ganization such as proposed could give out the nec 
essary information to educate those dealing in the 
appliances 

J. IF. Barrett, of Barretts, Inc., spoke in favor of 
the proposal, 

It. L. Hall, general superintendent of the Portland 
Gas & Coke Company, said he thought it was quite 
appropriate that, while the nations were meeting for 
the elimination of armament, we should meet for the 
elimination of complaints. He said, “I move, there- 
fore, that all complaints hereby be atsciutely abol 
ished” (laughter). He continued, “I come personally 
into contact with that end of the business; that is, 
after the appliances are sold and installed. Each gas 
appliance must be looked after carefully and adjusted 
to suit its particular conditions. Appliances are sub- 
ject to a great many conditions that mav affect their 
proper operation, especially in this country, where we 
have so many kinds of gas—natural gas, coal gas, 
woter gas and oil gas.” 

Mr Hartog then suggested that, as the opinion 
seemed to be in favor of forming an organization, a 
motion to that effect would be in order. It having 
been duly moved and seconded that such an organ- 
ization be formed by those present at this meeting 
and the motion having been carried unanimously, the 
chairman suggested that the question of dues be con- 
sidered and that they be kept low, as the only ex- 
pense for the time being would be stationery and 
postage. 

\fter discussion of various amounts, it was moved 
by Mr. Rea, seconded and carried unanimously, that 
the dues be $3 per annum, pavable in advance. The 
chairman then suggested that the next thing in order 
would be the election of officers. 

Mr. Hall—I would like to suggest, Mr. Chairman, 
that the appointment of officers seems to be some- 
what out of order. Do we not have to draft by-laws, 
constitution, etc. ? 

Mr Miller—I might suggest that temporary offi- 
cers be selected, they to form the by-laws, articles of 
incorporation. etc., and report at the next meeting. 

Mr. Partridge—I would like to suggest that the 
drafting of by-laws, constitution, etc., be dispensed 
with for this reason: I think it hardly necessary to 
go to this trouble, as we are only a club and not in- 
corporated. and we don’t want the public to get the 
idea that this is a scheme for controlling prices. It 
is simply a luncheon club for our mutual benefit. 

It was moved, seconded and unanimously carried, 
that by-laws and constitution be dispensed with 

Mr. Hartog was then nominated for president, but 
declined to accept, on account of his pesition, and he 
advised those present not to put a gas man at the 
head. 

\. T. Finnigan was thereupon nominated by Mr. 
Biggs 

1. F. Barrett—I nominate Mr. Whitcomb for sec- 
retary. 

The Chair—I will call for nomination for vice- 
president first. 

' Mr. Kapus thereupon nominated Mr. Whitcomb for 
vice-president. 

Mr. Pollitt. nominated Mr. Tones. of M L. Kline 
Company, but Mr. Tones declined to serve 

Mr. Barrett was also nominated for vice-president 
but declined. 


Mr. Hartog was then nominated py Mr. Jones to 
act as secretary. 

In calling for nomination for treasurer, Mr. Har- 
tog was offered this position but declined, as he did 
not wish the members to pay dues to the sales man- 
ager of the gas company. 

Vhereupon Mr. Kapus was nominated for treasurer. 

There being no further nominations. the nomina- 
tions were declared closed and the nominees dulv 
elected. 

It was decided to meet on the first and third 
Wednesdays of each month at noon at such places 
as the officers would select. 

Mr. Kapus—W hat is the club going to be called? 

Mr. Finnigan—I suggest that the naming of the 
club be delayed until the next meeting. 

Mr. Hartog—By way of suggestion, I had thought 
that since we have a Portland Ad Club we might call 
this the Gad Club, “GAD” being for Gas Appliance 
Dealers. 

It was moved and second that the name “Gad 
Club” be adopted 

Mr. Hall—I would suggest that the name of this 
club be as dignified as possible, especially on the 
letterheads as we may have dealings with the City 
Hall and other bodies and, while it is all right to call 
it “Gad Club” among ourselves, we ought to have a 
more impressive title on our stationery. 

Mr. Hartog—I quite agree with Mr. Hall, and did 
not intend to suggest to put the words “Gad Club” 
on the stationery at all 

Mr. Barrett—I think that “Ged Club” is just the 
thing; it is short and catchy. 

It was moved and seconded to lay on the table for 
two weeks the matter of selecting a name. This mo- 
tion was a tie—13 to 13—and. after further discus- 
sion, the chairman put the motion again and it was 
unanimously defeated. The previous motion there- 
upon was put and unanimously adopted, with an 
amendment by Mr. Hall that on the stationery the 
name would appear as “Gas Appliance Dealers As- 
sociation.” 








Spends Nineteen Years Rescuing Gas Meters 
from Fires 


Grand Rapids, Mich.—After nineteen vears of service 
with the Grand Rapids Gaslight Company, during which 
his chief duty has been the shutting off of gas in burn- 
ing buildings and the rescuing of gas meters, John 
Hvydenberg, the “emergency man” of the company, has 
won the distinction of being one of the most efficient 
workers of his kind in the State, according to officials 
of the concern 

One of the first duties of firemen when they reach a 
burning building is to see that the gas is shut off Other 
wise a serious explosion might occur that would en- 
danger the lives of the fire fighters and cause great 
property loss. 

Although employed by the gas company, Hvdenberg 
lives the life of a fireman. His office is provided with 
fire signals and when an alarm is turned in Hydenberg 
must be among the first to reach the blaze. Reaching 
the building. he goes into the basement, shuts off the 
gas and removes the gas meter. If the fire has origi- 
nated in the basement he must go through smoke and 
fire to reach the gas main before the fire melts a connec- 
tion or a falling timber twists the pipe. 
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Advertising in the Gas Industry’ 


Where It Stands To-day and Why 
By CHARLES W. PERSON 


It is time that we take inventory of ourselves and 
determine just where we stand on this matter of ad- 
vertising. By “advertising” I mean the systematic, 
persistent use of the paid display columns of the 
newspapers for the sale of gas and gas appliances, the 
sale of securities, the sale of service, and, most im- 
portant of all, the cultivation of good-will. 

[ am using the term in a very restricted sense, for 
advertising is not merely printed or painted words 
or pictures in the public utility business ; for example, 
every act of every employees is an advertisement, 
good or bad, for the company. Nevertheless, there 
are big, vital issues underlying this single phase of 
newspaper advertising. Not until a companv is giv- 
ing its best possible service and is frank, fair, honest 
and cordial with the public, is it prepared to adver- 
tise. And looking at the other side of the question, a 
company may advertise until the cows come home, 
re:terating its willingness to serve, but if this friendly 
attitude is not reflected in the actions and voices of 
the emplovees from officers, right down to every in- 
dividual in the organization, its advertising will not 
ring true and, of course, cannot net maximumni results. 

But there is another reason why we should take 
newspaper advertising and consider it separately 
from any other kind. No gasman knowingly ques- 
tions the power of the press to mould or change the 
minds and habits of people. Moreover, he realizes 
that good gas service, combined with good merchan- 
dising practice, and the two supported by a helpful, 
friendly, local press, is a combination that cannot he 
beaten. Unfortunately, however, the relationship 
between the average gasman and his newspaper pub- 
lisher leaves much to be desired. It is not enough 
that they be friends with the friendship resulting 
simply frcm club membership or the social life of the 
community. The union must be closer thar that. It 
must be founded on a business hasis. for herein lies 
the keystone of the whole structure of public re- 
lations. 


Dealing with the Publisher 


‘efore we can expect to thoroughly sell the public 
the gas idea: before we can hope to obtain our full 
share of the public’s co-operation; even before we 
can hope to obtain our full share of the public’s co- 
operation: even before we can occupy our rightful 
place in the industrial life of the nation, we must 
face the great fundamental fact that the newspaper 
publisher is an important merchant with something 
to offer to the gasman, and the gasman is an impor- 
tant merchant with something to offer to the news- 
paper publisher. The sooner they get together and 
put their dealings on a genuine business basis, the 
better it will be for both of them. 

Now, where are we in an advertising sense? There 
seems to be an opinion among many engaged in the 
advertising business that as an industry we are not 


*Paper read at annual convention, American Gas Asso- 


ciation. ; 


advertising at all. ‘hey are surprised to learn that 
several vears ago we had a national advertising cam- 
paign And they are even more surprised to learn 
that several gas producing and appliance manufac- 
turing companies have been advertising steadily over 
a period of from ten to fifteen to twenty years. These 
are the companies that are making history for the 
industry. We need more of them. 

But looking at the gas business nationally, the ad- 
vertising figures are humiliating. A recent survey 
shows that we are using paid newspaper and maga- 
zine space at the rate of less than one-tenth of one 
per cent of the total value of our products. Many in- 
dustries smaller than ours and with less reason to 
advertise than we have are devoting 2 per cent to 
sell themselves, their services, and their products to 
the public 


“Spurt” Methods in Vogue 


\nd how have we been advertising? For the most 
part by fits and starts, using the once-in-a-while, 
now-and-then, hit-or-miss, “spurt” methods. Speak- 
ing broadly, we never have been persistent, consis- 
tent, systematic users of paid space. We have not 
even learned the beginner’s lesson in advertising, 
which is that there is no such thing as a campaign: 
that either vou advertise or you don’t advertise. We 
either remain silent or explode. We cither keep out 
of the newspapers altogether or use big spaces with 
reckless prodigality. 

To-day it is not an uncommon sight to see a com- 
pany which has long been dead so far as advertising 
is concerned, suddenly spring into life overnight and, 
in a terrific splurge of printers’ ink, extending over a 
period of a few days or a few weeks, attempt to jam 
the fundamental facts of the whole utility business 
down the throats of an unenlightened, or perhaps 
more often than not, an openly hostile public. 


What is the result? The public becomes suspi- 
cious It associates gas company advertising with 
gas company demands. “I see that the gas company 
is advertising again,” says the public. “I wonder 
what it wants this time.” And so it goes. Everyone 
looks for a nigger in the woodpile and when the 
smoke of the campaign is over and the company off- 
cials have paid the bills and have tried in vain to 
find the results that looked so sure at the beginning, 
thev go back to sleep again with an awful grudge 
against advertising. The trouble is not with adver- 
tising. It is with their misuse of advertising 

That is the situation the gas industry has to face 
to-day. And it holds true of merchandise as well as 
of public policv advertising. The gasman has a great 
story to tell, and a great service to sell, but he doesn’t 
know how to put them over. He is like the boy of 
high school age who faces a big audience for the first 
time in his life. He knows what he wants to say 
better than any other person in the world, but the 
mechanics of a proper stage presence and of delivery 
sorely vex him. He is entirely out of his element. 
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He doesn’t know how to use his voice, nor does he 
know what to do with his hands and feet. tie starts 
bravely, however, now in a faint, now in a thunderous 
voice, now in no voice at all. 

So it is with the gas industry, eliminating fer the 
instant the few companies which are successful ad- 
vertisers. We are hobbling along in the rear of the 
procession, not because we have not advertised—odd 
as it mav appear—but because we have advertised in 
the wrong way. There is no need for censure or 
ridicule. We need help. a lot of good, sound adver 
tising advice, and the sort of co-operation that leads 
somewhere. 


Not Consistent Advertisers 


Candidly, the gas industry is not a consistent ad- 
vertiser because it has never been fully sold on adver- 
tising. Some much-needed missionary work needs 
to be done. The American Gas Association can’t do 
all of it, or do even the part of it that it wants to do, 
unless the newspaper publishers, the agencies, and 
the gas companies that are already advertising in the 
right way, all get into the same boat and pull in the 
same direction 

Let us see how we can work together. In the first 
place, every gas company should have an advertising 
man to take charge of its advertising and public rela 
tions work. If a company cannot afford a man for 
his full time, it should get a part time man. \Ve have 
been urging this repeatedly and have suggested that 
the best man outside the average company for this 
sort of part time work is a local newspaper editor or 
reporter. 

Here its where the newspaper publisher can co 
operate. Let him help us convince the local gasman 
that he should have a person in his organization to 
take full charge of all advertising and public relations 
work. Once such a man is hired and given the stand 
ing in the organization that he should have, there 
should be plenty of advertising business forthcoming. 
The average gas company manager is too busy tak- 
ing care of service demands to further burden him- 
self with preparing advertising copy. That is the rea 
son, when he has advertised at all, that he has left it 
to the solicitor to “get up any old kind of ad,” and the 
‘any old kind” is just what its name implies. 

In the second place, the newspaper publisher and 
the gasman need to stand shoulder to shoulder and 
fight back at the political upstarts who attack the 
right of the public utility company to advertise. 
When these ambitious vote catchers engage in a 
municipal campaign and after exhausting their ready 
supply of invective finally declare that inasmuch as 
the gas company is enjoying a monopoly in the com- 
munity, it is high time that the newspaper publishers 
—and particularly those who are supporting the can- 
didates in question—tell them just where they get off. 
This sort of thing has been going on too long. It is 
hurting the gas advertising business. Indeed. it is 
making some companies hold back appropriations 
for advertising and discouraging others. When will 
the publishers see this side of it? 

In the third place, advertising agencies need to 
know more about the public utility business than they 
usually do if they are to prepare the proper kind of 
advertising. ‘here is great need of 
field work. 


The gasman expects, 


and 


research 


and justly so, that the agency 









which submits an advertising program to him has 
put some constructive thought into the makeup of 
that program and at least knows the fundamentals 
of the gas business. But the gasman has found by 
experience that there are few such agencies. [or 
example, the opinion seems to be more or less prev- 
alent among agency men that the gas business and 
the electrical business are fighting each other. The 
gasman is told to advertise immediately or he will 
be swallowed up alive by the onrushing electrical 
man. ‘The fact is that these two major utilities have 
their futures maped out along separate and distinct 
lines. Gas for heating; electricity for lighting and 
power purposes—these are the future fields of devel 
opment, and there is no secret about them. 

Again, there is an idea that outside of merchandise 
and public policy advertising there is no other kind 
to be done. How about the selling of securities? 
Are the agencies away that the future financing of 
this industry is going to be done, to a large extent, 
through its customers? Here is practically an un 
touched field for the advertising man. Local securi- 
ties-selling campaigns are meeting with success. But 
that has 
worked out a thoroughly comprehensive plan for sell 
ing the customer ownership idea to gas consumers 
and, of course, it is vetting the business 


there is only one agency that we know of 


Position of A. G. A. on Advertising 


Finally, the attitude of the American Gas Associa 
tion of this mater of advertising should be stated 
\Ve want the American Newspaper Publishers Asso- 
ciation and the Associated Advertising Clubs and all 
other advertising organizations to know that we have 
urged, are now urging, and will continue to urge 
that a generous advertising appropriation should bs 
as indispensable an item in every gas company budget 
as coal and oil, the two basic raw materials of our 
business 

So far as we are concerned, we have been fullv sold 
on the value of advertising. The question with us is 
not “Does advertising pay?” but “How can the in- 
dustry get the most out of it?” And one of our big 
jobs for the future is to so work with and through 
the gas companies that they will get down to a sys 
tematic basis of advertising and see the futilitv of 
spasmodic campaigns. 

It seems almost needless to state that there is no 
place in the gas industry for the press agent or the 
press agent’s methods. The industry has never been 
accused of panhandling news; or trying to get some 
thing for nothing. Nor will it ever be, for any one 
who knows the make up of the average gasman is 
aware of his abhorrence of anything savoring of the 
brass band, circus type of publicity. 

We want to pay our way fairly and squarely as we 
go along, and deal with the press, as with the public, 
in an open. straightforward, sincere, manner. There 
is need for closer co-operation, a little better team 
work, however, between all parties concerned if the 
gas business is to attain the dignified position it 
should hold on the advertising map of the country. 

The American Gas Association, representative of 
85 per cent of the manufactured gas business of the 
United States, stands ready to give advertising advice 
and advertising service to anv gas company which is 


a member. This advice and service is net theatrical 
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but entirely practical, based upon a study of gas com- 
pany requirements. 

What this industry needs, what it ought to work 
for. is a great national advertising program, practical 
enough in scope and application so that it can be 
carried on intensively in every community where 
there is a gas plant, and devoted entirely to the boost- 
ing of gas—gas in the home, the factory, the work 
shop and the foundry. Gas, not as a dying industry 
but as one facing its greatest cra of development. 

That is perhaps an ideal, but it 1s an ideal well 
worth carrying in your minds and considering again 
and again at your leisure. 





Good Meals and Gas Ranges Inseparable 


(Continued from page 500.) 


stove—the fire so bothersome—but with gas heat 
vou don't have to worry about the heat. and the 
whole job is a real pleasure 

Use 


Gas. 


Why More Women Do Not Bake Bread 


Good bread cannot be made unless vou have 
uniform heat. You cannot get that from a coal 


stove \lost bakers use gas for baking. You 
now know the secret of good bread. 
Bake 
With 
Gas. 
What Is Home Without a Gas Range? 
In suggesting these signs I have tried to be sincere 


and timely, and that is the foundation of all adver- 


tising that 1s worth while. 


Wrong Advertising 


Before me I have two full-page ads fron 
papers, advertising gas ranges, and one of them ¢ 


votes too much of its space telling what a hand 


stove it is. It is handsome. but pretty is as pretty 
does, and it would be best to advertise that stove 
along those lines and tell what Miss Fretty does 
One dollar will put the range in the kitchen, connect 


of charge, and the price is the 


ed to yas Iree 
or time payment, and 11 


either cash addition they are 
eiving $18. 75 


$1, if vou buy the range. Oh, yes, old stoves art 


you an 


taken 


in as cash and, if this ad is repeated now and then, the 
iway, 


stove should sell, but to flash such an ad, file it 
and then expect the crowd to respond is expecting 
too much. 


lhe other ad mentions thirty-seven points in favor 
of the gas-coal range, and $5 down and $2.50 per week 


put the wonderful range in the home. 


In addition to mentioning the thirty-seven points, 


they say. “Experts are here at all times to see that 
vour range gives satisfaction.” 

lhat is a splendid idea and statement, but I would 
favor the statement to read: 

‘Experts are here at all times to see that : 
range gives satisfaction but, honestly, you will 


1 ‘ 
| 


need them because you can adjust the valves yoursel 


and that is all that is necessary, and even that is only 


called for once in a great while.” 





» porcelain-top kitchen table for 


Yes, the old stoves will be accepted for cash, and 
the time for the full payment by either of the com- 
panies 1s about eighteen months. 


like there 


is going to be a lively scrimmage and many stoves 


Looks 


will be sold and, of course, that means many more 
contented housewives. 
Certain it is that it is better to have stoves out on 
time payments than to have them in the wait- 
ing for cash, and it is up to all of us to think up some 
scheme whereby we can sell the most stoves, and any 
feasible plan will be met more than half-way by the 
manufacturer of these necessary to happiness articles, 


store 


and as local conditions alters cases it is practically 
impossible to give a blanket suggestion that will fit 
every case, but the card signs suggested herein mean 
much and they are truthful. 

Hence it is that the more of such “philosophy” that 
you present to the public, the more stoves you will 
sell. It is an age of strong competition, but competi- 
tion has long been thought of as the life of trade and 
that should spur us on to greater activity. Think of 
what great preparations are made by the various 
football teams to win the Thanksgiving Day or other 
game, and then you will not be content to sit back 
and pity yourself, but you will feel like Teddy Rocse- 
velt when he wrote: 

“In life, as in a football game. the principle to fol- 
low is, don’t foul and don’t shirk, but hit the line 
hard.” 

That is the principle that must actuate us and if 
vou are after gas appliance sales vou will get them, 
for in selling gas ranges vou are honestly selling 
something that is inseparable when a good meal is 
wanted from friend wife, and whe is it who does not 
if he is luckv enough to have a good wife? 

Is there any woman who does not love a gas stove? 

There is not. 

Is there any good man who does not love his good 
wife and who is not willing to make her happy? 

‘There is not. 

\ll right. Your field is a big 
will be as big proportionately if 
proper spirit into the fray 


one and your sales 
vou will inject the 





You have heard of the “survival of the fittest.” 
\What is more “fit” than a gas range? 

Oh bov'! vou've got the articl Pep is free. Now 
eo to it You cannot lose. 

Some Good Ideas From the South 
(Continued from page 504A.) 

This store obtained from some of the most prom- 
inent men and women of that citvy—people who were 
well known in the community—photographs they 


happened to have of themselves taken when they were 
bovs and girls in their teens. Of these old pictures 
the store would have cuts made and would publish 


one each dav in its regular advertising space \bove 
the picture would appear the caption “Do Yeu Know 
Who This Is?” Below it would appear a brief state 
ment to the effect that the photograph was that of a 


ss man of th 


well-known busin: at city taken when he 


was in his teens, and two or three hints would be 
viven as to the identitv of the person Che following 
day the store would give the id 


1 


ititv of this man or 
- and run another 


I 
woman as the case happened to he 
picture of another well-known person 


1 
) 


The idea served to attract considerable attention to 
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the store’s advertising during the time this plan was 
in progress, and created a considerable amount of 
comment. All this, of course, was good publicity 
for the business. It is a better plan for gas company 
or public utility advertising than for a department 
store 


Boy Scout Handiwork 


The Morton Hardware Company, of Bessemer, 
\la., recently made arrangements with the boy scout 
organization of that city to have a window display 
in the store for a week of articles representing the 
handiwork of the boy scouts. The display included 
articles of every kind and description that had been 
made or fashioned by the boys, and attracted a great 
deal of attention. The public is much interested in 
the boy scout organization and the idea is one that a 
gas company could use to very excellent advantage. 
For one thing, it pleases the boys and as they will 
some day be your customers their good-will is im- 
portant 


Getting the Trade of the Workingman 


he patronage of the workingman is worth going 
after. Every fair-sized city is partly industrial and 
the people employed in these plants are good pros- 
pects for gas stoves and heaters, accessories, equip- 
ment. etc. A general mercantile establishment in a 
medium-sized Georgia city uses a plan in going after 
the trade of the workingman that, with a few 
changes perhaps, can be successfully used for the 
merchandising of gas equipment. 

This merchant uses pay envelope advertising to 
very good advantage, but not the usual type of pub- 
licitvy, by any means. Sometimes the advertisement 
on the pay envelope received by the workingman 
will state that on a certain day during the coming 
week a special discount will be given any person, the 
discount to be given only if the envelope is turned 
in when the purchases are made. Sometimes the dis- 
count is given during the entire week only on certain 
lines of merchandise. the method varying from week 
to week. Occasionally a few envelopes of a different 
color—blue, red, green, etc.—will be distributed pro- 
miscuously among the regular pay envelopes. 
cially attractive bargains will be offered to the lucky 
holders of these colored envelopes. 


Spne- 
Spe 


In the sale of gas stoves, heaters and equipment, 
vou frequently offer discounts—or at least soine com- 
panies do—and therefore the pay envelope advertis- 
ing idea could be used to advantage in going after the 
trade of the workingman. Almost any company is 
glad to let you advertise on its pay envelopes if you 
will furnish them to the company free for this priv- 
ilege. The workingman’s money is as good as any 
one else's, so why not make a special effort to get 


his trade? 
A Christmas Suggestion 


The holiday season being close at hand here is an 
idea used last year by a retail merchant in Alabama 
which affords you an excellent opportunity to get 
some worth-while publicity between now and Christ- 
mas. 


Last November, this merchant advertised that he 


would give various prizes to the people of the com- 
munity for the best list of presents that could be pur- 
chased from his store suitable for men, and the best 
list suitable for women. 

Dozens of people entered the contest and many of 
the lists that were submitted were published in the 
local newspapers in paid advertising space. The plan 
was talked about a great deal and many people used 
the suggestions offered in picking out presents for 
relatives and friends. Prizes of $10 each were given 
for the best lists for men and for women. 

The gas company using the same idea should not, 
of course, confine the purchases to that business as 
this general merchandising establishment did. The 
lists should always include, of course, something like 
a gas stove or heater, or equipment of some kind. 
while the rest of the suggestions offered might be of 
jewelry, clothing, etc. The main idea is that you are 
cor.ducting a rather unusual contest, and thus getting 
a great deal of worth-while publicity. The tendency 
is more and more toward the giving of useful pres- 
ents, and such articles as you handle certainly rep- 
resent this type. 

Loyalty a Duty 


Facts to Be Considered by Employees 


Every employee of every individual or corporation 
is morally obligated to be loyal to the employer. This 
duty of sincere loyalty is doubly necessary in the case 
of public utilities, as the measure of their success is 
largely controlled by the viewpoint of the public and 
a more general understanding of their problems. Pub- 
lic utilities and the public should work in accord, as 
their interests are mutual. Unfortunately, this re- 
lation is not generally understood. Here and there 
are individuals who are willing to blind themselves 
to the good points and sincere purposes of public 
utilities and arouse artificial sentiment against them. 
In most cases these isolated attacks are merely an- 
noying but often they develop into controversies that 
injure the public utility and really interfere with the 
effort to render efficient service. 

The public is led to take sides in these issues 
against the utility through lack of knowledge of its 
problems or through distorted information about it. 
It should be the pleasure of the loyal employee to 
consistently help to clear these situations by checking 
loose and untrue talk about the companies and re- 
porting to superior officers the information gained. 
Above all else however, the employee should never 
speak ill of the employer. If an employee cannot 
speak well of the company or individual giving em- 
ployment, it is high time that the relation was sev- 
ered. The employee should be just as loyal to the 
emplover as he expects the employer to be loyal to 
him. 

Incidents come to the surface every now and then 
that give one the impression that the obligation to 
be loval is not understood. Employees are not as 
careful as they should be with company information 
and they sometimes talk freely in public places in a 
way that gives an erroneous impression to one who 
hears only the fragment of the conversation. With 
every employee sincerely loval and vigilant for the 
best interest of the companies the future holds in 
stcre many years of success and contentment 

ss CoRRESPONDENT 
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Public Utilities Securities Market 
Report 


Prices of Representative Gas Bonds 


(Quotations furnished by The National City Company) 


Dec. 1, 1921 l‘urthermore, it should be realized 
Company Issue Maturity Bid Asked that each department ot the public 
rican Lt. & Trac. Co.....0se%0. Five Year 6s........Ma 1, 1925 95 96 utility must be self-supporting, Judge 
yoklyn Union Gas Co............ First Consol. 5s.. Ma 1, 1945 89 9] Barhite said Taking gas and ele« 
lumbia Gas & Elec. Co......... 3, ee ere ..- May 1, 1945 SY YW 


tric companies as an example, both 
mnsol. Gas “lec & fe. ta . 
ol. Gas, Elec. Lt. & Pr the gas and electric departments 





Me IR. Og 2 cee cA ae First Ref. 7'4s......De 1, 1945 104 106 : 
isol. Gas, Elec. Lt. & Pr. Co....General 414s........Feb. 14, 1935 g2 3 must make their wav; one cannot 
nsol. Gas Co. of New York......Sec. Conv. 7s ...... Feb. 1, 1925 104!4 105 carry the other one 
vy Amsterdam Gas Co....... . First Consol. 5s.... Jan. 1, 1948 81 84 
Denver Gas & Elec. Co............ Gen. (now Ist) 5s May 1, 1949 82 85 A Rich Gas Strike 
oe ee ae eer, | ee 1, 1923 96 98 What is said to be the greatest 
quitable Illum. Gas Lt. Co. of natural gas supply ever found has 
ge LS rr 2 ee 1, 1928 99 102 been unearthed in the parishes of 
Hudson County Gas Co........... DIESE BB is ei ccice sec 1, 1949 SO 85 Union Ouchita and Morehouse, in 
clede Gas Light Co.............. Ref. & Ext. 5s......Apr. 1, 1943 90 92 the State of Louisiana, near the 
ouisville Gas & Elec. Co...... ... First & Ref. 7s......June 1, 1923 98 100 thriving little city of Monroe. 
Michigan Light Co................First & Ref. 5s......Mar. 1, 1946 77 80 The area of production is about 
Milwaukee Gas Light Co........... First 4s...... -....May 1,1927 84 96 71% Square miles, or 135,000 acres, 
Pacific Gas & Elec. Co...........: Gen. & Ref. 5s......Jan. 1, 1942 891, 99 and the gas within the reservoir is 
ee a eer aay aed is 2 ‘i estimated at thirty-two cubic miles. 
Pacific Gas & Elec. Co............( ol Ir. Conv. 7s....Mav_ 1, 1925 100 101 Louisiana has for vears been 
Pacisie Gas & Elec. C@.....c0cc0cs5 First & Ref. 7s...... Dec. 1, 1940 106% 108 supplying a vast area with natural 
Cal. Gas & Elec. 'Corp...s...cceas Unif. & Ref. 5s......Nov. 1, 1937 93 95 gas for fuel purposes, much of it 
Peoples’ Gas Lt. & Coke Co....... Refunding 5s .......Sept. 1, 1947 83 85 coming from the fields around 
Chicago Gas Lt. & Coke Co..... A ee July 1, 1937 87 89 Shreveport. Therefore, with this 
Portland Gas & Coke Co.......... First & Ref. 5s...... Jan 1, 1940 84 86 bounteous supply extant many 
Se ee eS Refunding 5s........ Oct. 1, 1949 72 75 miles distant from the old fields, 
Southern California Gas Co........ SC ee Nov. 1, 1950 9] 95 am wie Say, there is good feason 
United Gas Improvement Co....... Two Year 8s........Feb. 1, 1923 10034 101 a a that wg wells we pra 
Utica Gas & Electric Co........+5. Ref. & Ext. 5s......July 1, 1957 82.85 pnee eisai Pe SOS a 
Washington Gas Light Co......... General 5s........ No 1, 1960 8314 85 ae 
Western States Gas & Elec. Co. ° 
of California .......... ...-First & Ref. 5s June 1, 1941 81 85 Tax on Gasoline 


Mention having been made of 
the 1 cent per gallon tax on gaso- 
line in Colorado, it is found that 
Oregon and New Mexico exact a 
tax of 2 cents per gallon. Other 
States assessing 1 cent per gallon 





Fair Service for Fair Rates chamber oi commerce. He said pub 


Rule lic utilities had no right to enter into are Arizona. Arkansas. Connecti- 
Rochester, N. Y.—The underlying contracts which would restrict the cut, Florida, Georgia, Montana, 
ig é Hie mas Sen ge ion eae ; Bi, Nor Carolin: Pennsylvaniz 
rinciple of laws governing public @mount of their service to less than ~) orth nagar Oe er ylvania, 
is tl } iliti the utilities rates which will not in South Dakota and Washington. 
itilities c ‘ cA 1ti 2c ct n utilities a Ss WwW Wil ) l a . ; a ; 
lties 33 Ghat these wines mn re ae xed Estimates are that the States 
. -_ cure ciithcient in 1e - . * 
furnish satistactory and adequate Sure sufficient income, for that would = yamed will consume 600,000,000 
ervice to the people and must be as practically amount to confiscation. gal. of gasoline annually. 
ured sufhcient income, Judge John Judge Barhi = said that commis t ss A th ‘t Mi 
\. Barhite said in brief, in speaking sions have the right to ignore con W ater in Anthracite Mines 
° —_ ° e * ° . - . . P ‘ fap 1 ’ - 
before the traffic council of the tracts between cities and traction It is stated as a fact that in an 


necessity demands, nor have the companies, which fix rates, to take anthracite — there sah found 

: practically eighteen tons of water 
to each ton of coal. Pumping this 
water and exuding it from the 
lecisions, the right to refuse to allow commission legally can raise it. mine is a costly, yet necessary act. 


public service commissions, accord- one instance, and if it is proved that 
ng to United States Supreme Court the contract rate is not adequate the 
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Pennsylvania Gas Association 


Meets Wednesday 

\ one-day meeting of the entire 
membership of the Pennsylvania 
Gas Association will be held at the 
Penn-Harris Hotel. Harrisburg, on 
Wednesday, 7, and according 
to reports there will be a large at- 
tendance. 

Following the regular order of 
business, the association will 
ceive reports from committees that 
attended the recent convention of 
he American Gas Association. An 
address by a representative of the 
Pennsylvania State Highway JDe- 
partment on the relationship be- 
tween gas companies and the high 


Dec. 


se 


wav department will also be a fea- 
ture. 

\. I. Phillips, of the .\merican 
Gas Association, who has tust re- 
turned from a three months’ trip 
in Europe, will give a talk on his 
trip abroad 

“Coke Oven Gas” will be the 
subject of a talk by B. \W. Winship, 
superintendent of the Bethlehem 


Steel Companv coke ovens at the 


afternoon session 


Verdict Sets Precedent 


Atlanta, Ga \ civil | case of 


vital importance to the gas indus- 
tries throughout the United States 
in that it establishes a precedent in 


a principle of law that will doubt- 


less be cited in similar cases all 
over the country, has just been 
handed down by the Supreme 
Court of Alabama in a case involv- 
ing a $34,000 damage verdict. The 
case in question was that of a 
woman who died of asphyxiation 


gas from a water heater 
in a bathroom. 

The attorneys for plaintiffs 
in this case contended that the gas 
company was for the 
leath, by reason of the pressure on 
the mains having been 
as shown by the charts of the 
company that were offered in evi- 


caused by 
the 
res} mnsible 


excessive, 


vas 


dence. On the other hand the gas 
company against whom the suit 
was filed entered but little evi 


NEWS OF TI 
INDUSTRY 








contention 
the property 
installed by 
alone was re- 
proper and 


dence, resting 
that the 
of the 
her, and 
sponsible 
operation. 

The lower court rendered 
dict for the plaintiffs and 


upon the 
heater was 
deceased. was 
that she 
for its care 
ver- 
the com- 


pany carried an appeal to the Ala- 
bama Supreme Court, which has 
just affirmed the opinion of the 


lower court without a dissenting 
vote. This serves to make the gas 
company responsible in similar 
cases that may occur anywhere in 
the country. for this particular case 
will undoubtedly be cited. 


City to Be Factor in Managing 
Utility 

Pittsburgh, Pa —Action 
by the city council and an affirma- 
tive return of the agreement ordi- 
nance bv which the city of Pitts 
burgh joins with the Philadelphia 
Company and Pittsburgh Railway 
Company plan to rehabilitate 


taken 


the traction system makes the city 
a factor in the operation of the pro 
posed new company 

nder the agreement, the erty 
will have two representatives on a 


“wert of contro] of four 
have certain ju 


which will 
risdiction over the 
the company. The plan 
is to establish a unified system and 
segregate obligations now enter- 
ing through the numerous subsid 
lary companies into a single mort- 
gage, which is claimed will 
antee real 


finances of 


guar- 
service. 


Wants Rate Sadertion 
Knoxville. Tenn.—Alle 
rates should be 
in accordance 


] 


coal 


‘oing that 
educed here 
with the reduction in 
prices of the past several 
months, the city is preparing to ap- 
peal to the Tennessee 
Public Utilities ( 
lower gas rate. 


vas 
ga 


Railroad and 
‘ommission for a 
The present rate 
is $1.90 gross and $1.80 net per 
thousand cubic feet, said to be 
among the highest rates paid by 
any city in the South. Prior to the 
war rates were $1.20 
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Trade-Mark Name Contest 
Delayed by Illness 


The delay in announcing 1 
awarding of the prizes in the tra 
mark name contest. held by t 
Scott Gas Apphance Company, 
Washington, D C., is due to t 
fact that illness kept two of tl 
judges away from the Americ: 
Gas Association convention in C] 
It is expected, however, a 
cording to announcement by tl 
company that the final awards w 


cago. 


be made and the name selecte 
Announcement of the names 
those who are declared winn: 


will be made in these columns 11 
mediately thereafter. 


The Oil Barrel 


A comparisen of oil shipment 
from Wyoming and \lontana 
the weeks of Oct. 29 and Nov 


follows: 


Uct. 22 No 
1 


Wyoming ...... 47,3 


\fontana 1,000 yO 
Wyoming shows a_ littl 

vance, evidently hurrying alon 

beat the impending bad weat! 


Montana no chang« 


\ccording to reports in Ds 


vers financial and oil district, 
Standard Oil Company will c 
trol the largest part of the ert 
production at Mexia, Texas. 


The Costal Plains Compa 
holding several thousand acres 
leases on defined structur: 
throughout Wyoming, Texa 
Kansas and Oklahoma, has be: 


reorganized, with the followi 


officers: President, J. W. Grahar 
vice-president, J. L. Warren; s 
retary-treasurer, H. \W. Lowrie, 


On Nov. 16, well No. 7, 


on Paote 
102, in the Burbank Pool, 
homa, was brought in, lig ead 


tion claimed, 
is jointly 
Refiners 

Company. 


3,000 bbl. per day. 
owned by Producers 
and the Y 


Oil & G: 


4 
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Gas Company Employees 
Form Association 

\n organization of employees of 
gas and oil companies affiliated 

th the Philadelphia Company, of 

ttsburgh, Pa., was formed at a 

26, at the 

amber of commerce auditorium. 


eeting held on Oct. 


e organization is to be known 
the Equitable Employees Asso- 
ation, one of the main purposes 
the association being to provide 
rther social and educational ad 
ntages to employees of the va- 
us oil and gas companies. The 
elected were: President, 
Probst, clerk, ‘Twenty-third 
treet, Equitable Gas Company ; 
e-president, R. R. Miller, clerk, 

Heating Company 
John C 
lepartment, 
committee: 
Wright, clerk, 
division Lk, Jo 
South Side; 


neers 


MI. 


legheny 
easurer (,oettman, clerk, 
Equitable 
: Divi 


mdduction ¢ 
is. Executive 

nk F&F BB 
harpsburg, Pa.; 
ph R. Madine, clerk, 


ision C, Clarence R. Strothers, 
ision clerk, East Liberty: divi 
nm iF Frank Vaugh, district 
erk, MeKeesport ; \llegheny 
leating ompany division. 
harles Huot, pipe-line foreman: 


\sborne, foreman, 
ist Liberty 
Schauer 


eneral, C. A. 
eter repair section, E 
ppointed members: F. F 


issistant to general manager: A. 


\. Osterman, office assistant to 
eneral manager: A. FE. Staniek, 
veneral contracting agent. 

Pierre De Becker, general secre 


tary of employees’ organizations of 
the Philadelphia Company. ad 
dressed the meeting and read a 
tt of a constitution which 
idopted as the constitution of the 


lraft was 
new association. 

Membership in the organization 
is open to all employees of the oil 
ind gas companies, the member- 


ship clause reading as follows: 
‘Any employee whose salary 1s 
aid in whole or in part by the 


‘hiladelphia Company, or its affili- 
ited gas and oil companies, to- 
vether with subsidiaries of the 

‘hiladelphia Company, which are 
ganized for the purpose of ren 
lering service to the said gas and 
il companies is eligible to mem- 
ership.” 

J. J. Murray, superintendent of 
livision C, who presided at the or- 
ranization meeting spoke of asso- 
iation as follows, in part: 

“Tt is a grea 


this occast n of meeting those 


have 
who 


t pleasure to 


are responsible for bringing 
much warmth and light into our 
homes. Some of you men began 
by furnishing to the people a com- 
modity, the use of which was little 
understood, and it was wasted, and 
you have continued until you are 
now furnishing an absolute neces- 
sity. 


SU 


‘In that progress and that evo- 
lution, you met and solved 
many problems of production, 
problems of distribution, problems 
of but none of these 
greater than the problem of your 


hay € 


service, is 


relations to the public you serve, 
and that problem you have met 
well. 

“We are proud of our gas com- 
pany. We are proud of its service. 
its courtesy, and the loyalty of its 
many employees, the men who 
work night and day, rain or shin 
in the swelteru gy rays of the hot 
sun and in_ bitte 


r cold weather, 
these are the men who have made 


1 


the gas business what it 1s t lay. 
You are the reatest asset our 


company has, for what would r 


sult to its machinery, its wells, its 
pipe lines, or other apparatus, if it 
did not have you men, who us« 
vour brain and muscle to direct 
their functioning In a sense, the 
man in the humblest position in the 
company is just as vital to the or 
ganization as the president, gen 
eral manager, superintendent or 


foreman. 

‘The other day some of the 
bankers in the country 
inspection of our proper 
and 


greatest 


made an 
ties and thev were amazed 


deeply impressed with the wonder 
ful industries sated and mothered 
by the Philadelphia Company 11 
order to give service to the people 
This in itself is a great testimonial 
to the | service and united 
efforts of employees, some of 
whom ] ( with us for many 
vears. 

“Wei ar athered here to-night 
to form a employees’ associa 
tion. We want to bring vou met 
into closer relationship with each 
other. We want to reach out and 
give a helping hand to those who 


tter their education. We 
vith you in your hap 


sympathize with you in 


want to be 
want to jon 


piness al 


yvour Sorrows 
Briefly ¢ ims of the asso 
ciation are to toster and promote 
the con 1 welfare of its mem 
bers. and to advance their inter- 
for a D1 tical knowledge in 
ests oO! 1 I Ca < | ove it 


all matters 1 relation to the 


pré )- 


duction and utilization of natural 


and manufactured gas.” 


Appoints Committees 
G. M. Probst, president of the 
Equitable Employees Association, 
has made the following committee 
appointments: 

Educational committee—F. F. 
Schauer, chairman: (a) general ed- 
ucation—-D P. Hartson. N. S. 
Moore, J. R. MeNarv, Chas. Kal- 
tenback: (b) gas utilization—F. J. 
Stephany, R. E. Polk, 1. H. Wein- 
berg. Relief committee—]J. J. \Wur- 


rav, chairman; Dr. C. J. Steim, 
Pierre De Backer, John C. Goet- 
man, Geo. Probst Athletic con 
mittee Ray Brown, chairtnan. En- 
tertainment committee 1] \ley- 
ers. ch 1 in 


Oil Production Reduced 


The production of crude oil in 
Calitornia for the month of Octo- 
ber shows a daily average of 2?7.- 


865 bbl., a loss of 34.115 from the 


September production of 261.980 
bbl., according to the report of the 
Independent (il Producing 
\gency. 

The reduction in production of 
60,711 bbl. from the erage daily 
production fe 1920 is due to the 
unsettled labor conditions in the 
san Joaquin Valley oil fields. while 


the decrease in daily production be- 
tween September and October is 
due to the fact that labor condi- 
tions were normal for the first ten 
davs in September, while during 
October many wells were pumped 
during the V of} ly yl le othe S 
were completely shut down 

Shipments during October, 24% 
677 bbl. dailv. are 63.264 bbl. less 
than the daily shi nts maae 
during the v¢ 1920, 1 21.912 
bbl. less than the datl hipments 
made during the pri onth 
Pal | pt nher 

Stocks were reduced 614,183 bbl 
luring the month. bringing the to 
tal storage on Nov. 1 to 30,031,970 


bbl. The surplus accumulated dur 


ing the vear to date amounts to 
10,412,291 bbl., near! e-third of 
the total storage at the present 
time. 


Fifty f; ur rigs were er¢ ted Lis 


wells drilling and twelve aban 
doned. Fortv-one wells 1 oO 

ple ted VW th nN T put 
of appr vimate TV OOO hI ell< 
producing during the month to 
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First Issue of New Magazine 
Appears 

Public Service is the name of the 

monthly publication of the 

the Philadelphia 

afniiated 


new 
employees of 
and 


(Company corpora- 


tions. The magazine will repre- 


sent the activities of all the em- 
affiliated 
Philadelphia Company, 
the light 


the heating, the 


ployees and companies 
the 
including 
the 


automobile, the towing and trans- 


with 
electric and 


pe wer, 


gas 


portation, and the coal and fuel 
companies. 

The selection of the name, “Pub- 
lic Service,” is the result of a recent 
prize contest announced to all em- 
ployees of the Philadelphia Com- 
pany, the contest bringing forth 
many suitable suggestions, includ- 
ing 560 proposed names. 
prize ofiered for the name chosen 
by a committee representing the va- 
rious groups of the ['hiladelphia 
Company wes divided among four 
winners, the four employees sub- 
mitting the selected name being: 

R. M. Steele, accounting depart 
ment; I.aurence Gaber, advertising 
department; John A. Lytle, under- 
ground division; Howard Price, 
accounting department. 

The future scope and function of 
the magazine and the various ac- 
tivities of the different organiza- 
tions represented in the Philadel- 
phia Company and its affiliated 
corporations were matters taken 
into consideration by the commit- 
tee in reaching their decision. It 
was believed that the name cov- 
ered the ground better than any 
other suggested. The members of 
the committee appointed to choose 
the name were H. N. Muller, chair- 
man; J. L. Burns, J. J. Morrison, 
Andrew M. Rowley, E. J. Steph- 
any, E. C. Stone and J. C. McNary. 

The name “Public Service” indi- 
cates the line of endeavor to which 
the efforts of all of the employees 
of the Philadelphia Company are 
dedicated. Public Service will tell 
what the employees are doing to 
enable the companies to render real 
service. Service should be the first 
and highest ambition of everyone, 
and means consistent work, sincere 
co-operation, constant courtesy, 
fidelity to duty, and a devoted re- 
gard for the rights of the public to 
be served. Public Service will re- 
flect the measure of this effort of 
the employees. 


he $25 


Big Gas Well Struck 


Fredonia, N. Y.—An enormous 
gas well with an estimated flow of 
3,500,000 ft. per day has _ been 
struck in the Abbey District of the 
town of Arkwright, southeast of 
here. ‘The well is on the Herbert 
Johnson farm and is owned by the 
firm of Fancher, Dickinson, Peek & 
Dougherty. 

The gas was struck at a depth of 
2,750 ft. and 19 ft. in the gas rock. 
It has a rock pressure of 900 Ib. to 
the square inch which gasmen say 
indicates an immense reserve sup- 
ply. The well was successfully 
capped and is being held by the 
owners. 

Both the Republic Heat & Light 
Company of Dunkirk, which sup- 
plies northern Chautauqua, and the 
Iroquois Gas Company, of Buffalo. 
are negotiating for the product of 
the well. The owners have leases 
of 14,000 acres in the same locality 
and it is thought the new well mav 
be the first of many in a new field 
However, the old South Shore 
Company had two wells in the 
same locality a few years ago 
which are now about exhausted. 

The supply is very low 
throughout this region, and if the 
new field should be turned into the 
mains here it would help consider- 
ablv toward relieving the present 
sk ortage 


gas 





To Build Diesel Engines 


The Bethlehem Shipbuilding 
Corporation plans to start the man- 
ufacture of Diesel engines on a 
large scale at its plant in Alameda, 
Cal., building both stationary and 
marine engines. Frank E. Neitzel, 
superintendent of construction for 
the corporation, recently returned 
from a trip abroad where he stud- 
ied the foreign engine building 
methods. 





Shows Valuations 


San Francisco, Cal_—The Pacific 
Gas & Electric Company complet- 
ed its showing on the valuation of 
its properties in the rate adjust- 
ment hearing being conducted by 
the California State Railroad Com- 
mission. The matter was contin- 
ued until Dec. 20, when the repre- 
sentatives of several municipalities 
interested will have an opportunity 
for cross examination. 


Construction Notes 

The Stacey Manufacturing Con 
pany just completed the three-lif 
300,000 cu. ft. capacity holder a 
Rocky Mount, N. C., another o 
the same type and capacity at 
Baton Rouge, l.a., and severa 
holders and oil tank at Middle 
town, N. Y. These all add to th 
considerably over a thousand hold 
ers already constructed by the 
Stacey Manufacturing Company 

The contract for a 10,000,000 cu 
ft. gas holder to be built at East 
Chicago, Ind., for the Indiana Nat 
ural Gas & Oil Company has been 
awarded to the Koppers Company 
of Pittsburgh, Pa. The holder will 
be fabricated by the Riter-Conley 
Company, of Pittsburgh. 





Differ on Valuation 


Atlanta, Ga. That $7,000,000 
would represent a fair valuation of 
the properties of the Georgia Rail 
way & Power Company in Atlanta 
used in supplying gas, was one of 
the features of testimony otfered by 
the company before the Georgia 
Railroad Commission in opposing 
any decrease in the present gas rates 
in this city. The minimum valua 
tion upon which the commission has 
based its rates the past several 
months was approximately $4,500,- 
000, though experts examining the 
property state its fair valuation ex- 
ceeds this by $2,500,000. 

The Atlanta Company, instead of 
submitting to a decrease in rates, has 
asked the commission for an in- 
crease to take care of a loss of $1, 
000,000 which it claims has resulted 
from operations between 1917 and 
1920 inclusive. 

The commission has taken under 
advisement the proposal to decrease 
gas rates here and is expected to an- 
nounce its decision within the next 
few days or weeks. 


Will Double Capital Stock 


Pittsburg, Cal.—The Contra Costa 
Gas Company, which serves Pitts- 
burg, Martinez, Antioch, Concord 
and Crockett, has filed a certificate 
with County Clerk J. H. Wells show- 
ing an increase in its capital stock 
from $250,000 to $500,000. The new 
issue is to embrace preferred stock. 
Shares of stock are increased from 
2.500 to 5,000. The company now 
has 1,111'4 shares of stock out- 
standing. 
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